














学校编码：10384                        分类号      密级      






硕  士  学  位  论  文 
   
 
个人相关性与产品卷入度对网络广告回避的影响研究 
Research on the Role of Personal Relevance and Product 




专  业 名 称：传 播 学 
论文提交日期：2 0 1 5 年 4 月 
论文答辩时间：2 0 1 5 年 5 月 
学位授予日期：2 0 1 5 年 6 月 
  
 
答辩委员会主席：        
评    阅    人：        
 






























声明人（签名）：           






























（     ）1.经厦门大学保密委员会审查核定的保密学位论文，
于   年  月  日解密，解密后适用上述授权。 







                             声明人（签名）： 




































自变量为个人相关性（相关 VS 不相关）和产品卷入度（高卷入 VS 低卷入），隐
私关注作为调节变量纳入考量。实验一因变量为注意和记忆效果，以该两项指标
反应认知回避，实验样本为 125 名厦门大学学生。实验二因变量为情感回避和行






















Advertising avoidance is a negative reaction of advertising, which can hinder the 
communication of advertising messages and have negative impact on the 
effectiveness of advertising and the long-term development of the advertising market. 
Therefore, advertising avoidance has become a hot issue in the online advertising 
research field. 
Considering the trend of online advertising is turning “mass ads” into 
“narrow-ads”, this study took online advertising avoidance as a research subject, 
proposing two new factors, personal relevance and product involvement, and 
examined the impact of privacy concern on advertising avoidance. Besides, based on 
previous literature, advertising avoidance was divided into cognitive, emotional, and 
behavioral advertising avoidance in this study.  
This research conducted two experiments, both experiments adopted a 2 × 2 
double factors between group design, took personal relevance (relevant versus 
irrelevant) and product involvement (high versus low) as independent variables, with 
privacy concern as a moderating variable. Experiment I chose 125 college students 
and examined attention and memory effects to indicate cognitive ad avoidance as a 
dependent variable. Experiment II chose 377 college students and recorded emotional 
and behavioral ad avoidance as dependent variables. 
Results showed that the personal relevance had a significant effect on emotional 
and behavioral avoidance of advertisements. These two kinds of avoidance of relevant 
advertising are lower than irrelevant advertising. Secondly, product involvement 
affected cognitive avoidance and cognitive avoidance of advertisements was lower in 
high product involvement context than the counterpart. Thirdly, privacy concern had a 
significant effect on the emotional avoidance of advertising, but no significant 
influence on cognitive avoidance. 
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